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Prerequisites
This subject has no prerequisites.

It is recommended that students have knowledge of marketing as well as for analytics and creativity.

Objectives and Contextualisation

The new scenarios posed by the information society require a new approach to the design, planning and
direction of marketing actions.

Knowing and using emerging techniques in the field of marketing will provide the student with the necessary
skills to apply the new marketing trends in a profitable and effective way in the company. For this we will study
the most relevant aspects and tools of online marketing as well as the analysis of data to evaluate the results
and establish strategies.

Therefore, this module will be eminently practical.

Competences

® Analyse market data (competition and brand image) and, in accordance with the advertiser's briefing,
design a strategic communication plan.

® Design and carry out market research.

® Design, plan and direct marketing actions in the new scenarios posed by the information society.

® Display determination, curiosity and creativity.

® |dentify research problems and apply the most suitable qualitative and quantitative methodologies and
tools in studies on communicative phenomena in advertising and PR.

® Integrate knowledge and use it to make judgements in complex situations, with incomplete information,
while keeping in mind social and ethical responsibilities.



® Set communication objectives and design strategies that are suited to the dialogue between brands and
consumers.

® Work in a team, showing respect for the roles of its members (workload, responsibilities, merits, etc.)
and its dependencies.

Learning Outcomes

Apply cutting-edge marketing planning tools.

Describe the workings of the new research tools.

Determine the integrative structure of a marketing plan.

Display determination, curiosity and creativity.

Distinguish and classify the new research techniques.

Distinguish and classify trends in marketing.

Distinguish and identify brand optimisation models and models of nhew media and channels.
Evaluate the effects of the application on the trading account.

Identify and filter the principal emerging trends and technologies.

Identify the new tools of commercial communication.

. Integrate the different analysis tools for studying new trends in marketing.

. Make skilled use of IT tools.

. Recognise and analyse the organisation's ability to adapt and integrate changes.

. Use advanced models and criteria for forecasting and monitoring.

. Use the new commercial communication tools correctly.

. Work in a team, showing respect for the roles of its members (workload, responsibilities, merits, etc.)
and its dependencies.
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Content

1. Marketing within a company on the Internet: Trademark, market globalisation, virtual communities.
Traditional marketing vs. current. Marketing vs. branding.

2. Marketing with thinking emerging, sectoral and ecommerce. Business profile types and specializations.

3. New techniques such as growh hacking and POE media online. Online Positioning, Social Media, Publicity,
email marketing, etc.

4. Channel-based mark audit. Digital analysis tools. Google Analytics, Google Ads, Business Manager,
Semrush, CRM, etc. New forms of data extraction: business intelligence.

5. Brand strategy. Targets, strategic line according to 4p, buyer person, key messages, KPls, etc.
8. Social media: presence and content analysis.
9. Sensory marketing (audio branding).

10. Sensory marketing (smell).

Methodology

The subject includes master classes, theoretical directed activities, individual supervised activities and in
groups, as well as a set of autonomous activities to achieve the module's objectives.

Each of the paragraphs in which the contents are organised is provided by a specialist teacher.

Students will be organized into groups of 4 or 5 people and each of these groups will work on a case.

Annotation: Within the schedule set by the centre or degree programme, 15 minutes of one class will be
reserved for students to evaluate their lecturers and their courses or modules through questionnaires.



Activities

Title Hours ECTS Learning Outcomes

Type: Directed

Lectures, discussion of cases and presentation of works 55 2.2 1,8,4,2,3,6,5,7,9, 10, 11,
12,13, 16, 15, 14

Type: Supervised

Tutorials and follow-up of the work to be done and the cases to 30 1.2 1,8,4,2,3,6,5,7,9,10, 11,
prepare 12,13, 16, 15, 14

Type: Autonomous

Related readings, preparation of cases and practices, study and 90 3.6 1,8,4,2,3,6,5,7,9, 10, 11,
elaboration of schemes 12,13, 16, 15, 14

Assessment

The assessment of each part will have the following tests:
Digital Marketing (30%)

Individual test of the main concepts.

Realization of real case practices in group.

Popup marketing project (30%)

Realization of a small group company, moved to an ecommerce.
Sensory Marketing (40%)

Proposed branding audio.

Practical activities on olfactory communication.

To perform the weighting, a minimum note of 5 points must be obtained in each part.

A learner is considered to be "Not Gradeable" on the subject as long as it has not participated in any of the
evaluation activities.

Any plagiarized rendition of other peers or any other source results in a zero in this assessment. In case of
plagiarism between course partners, zero will be for both the plagiarism and the plagiarism facilitating.

Assessment Activities

Title Weighting = Hours ECTS @ Learning Outcomes

CRM and Business Intelligence 30% 22.5 0.9 1,8,4,2,3,6,5,7,9,10, 11,12, 13, 16, 15, 14

Digital Marketing 30% 22.5 0.9 1,8,4,2,3,6,5,7,9,10, 11,12, 13, 16, 15, 14




Sensory marketing 40% 30 1.2 1,8,4,2,3,6,57,9, 10, 11,12, 13, 16, 15, 14
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